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1 Introduction 
This report discusses in detail the possible business solutions for a medium sized eye-
tracking service provider called Realeyes. The company was started a couple of years back 
by a group of Oxford MBAs in London. It has already established international presence in 
Europe and United States and is now looking to expand its operations into Australia.  
Eye-tracking is an emerging business analytics tool that is presently being used in market 
research and usability industry along with other tools like user-centred design, focus groups, 
click based analysis, online surveys, etcetera. The concept works based on Infra-red 
technology, where infra-red light bounces off the eyes and the reflection pattern is recorded 
by a sensor system that helps in calculating the exact point of gaze using a geometric model 
(Tobii, 2009) that can be visualized and shown on a computer monitor. This technique of 
 ‘ǇĞ-ĐŽŶƚƌŽů ?ŝƐƵƐĞĚŝŶǀĂƌŝŽƵƐĂƉƉůŝĐĂƚŝŽŶƐƐƵĐŚĂƐmarket research, communication devices 
for disabled people and usability testing of digital media.  
The recent advances in information technology and communications have resulted in 
increased use of business analytics for market research. Analytics are now being regularly 
employed in sales and marketing for improving advertisement effectiveness, analysis of click 
stream data, refining the graphical user interface of websites, etcetera.  Unfortunately, 
experts are of the opinion that there is a considerable gap between the information 
provided by analytics and the business goals of their clients. They suggest that it is 
important for firms to reduce the cycle time taken to collect, analyse and generate results. 
Apart from this, the analysis process needs to be simplified and the corresponding reports 
need to be more customer-friendly. Also, the reports need to be customised for the clients 
so that it is easier for them to take necessary action (Kohavi et al, 2002). 
Realeyes has already taken efforts to resolve some of the above mentioned challenges. 
Most of its competitors employ less than ten samples for their studies; apply a highly 
qualitative approach for their analysis and generally take at least two-three weeks to deliver 
results. On the other hand, Realeyes uses around fifty samples in every study, provides a 
very quantitative interpretation of the results to its customers and is known to deliver 
results within a week to its clients. While most companies bundle eye-tracking along with 
other analytics tools, Realeyes is one of the very few companies in the world that specialises 
in eye-tracking. This provides Realeyes a competitive advantage over its rivals and it has 
enabled it to grow quickly and establish international presence. 
However, eye-tracking is still an emerging industry and is yet to establish itself as a 
successful research tool when compared to other tools such as user-centred design or focus 
groups. This means that clients need to be made aware about eye-tracking applications. In 
order to accomplish this, Realeyes needs to take a customer-centric approach rather than a 
product-based approach (Brady et al, 2005). It has to engage its customers in continuous 
dialogue to align its products and services with their goals. Realeyes may also need to 
consider integration with their suppliers or their customers. 
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This report makes use of the research and interview findings from the group project that 
involved developing an international marketing plan for Realeyes to launch in Australia. 
However, the recommendations in this report ŚĂǀĞďĞĞŶŵĂĚĞŬĞĞƉŝŶŐ ŝŶŵŝŶĚZĞĂůĞǇĞƐ ?
global operations. 
The section after the introduction contains a review of the literature that has been referred 
ƚŽ ǁŚŝůĞ ƉƌŽƉŽƐŝŶŐ ďƵƐŝŶĞƐƐ ƐŽůƵƚŝŽŶƐ ĨŽƌ ZĞĂůĞǇĞƐ ? ŐůŽďĂů ŽƉĞƌĂƚŝŽŶƐ ? dŚŝƐ ƐĞĐƚion mainly 
looks to answer questions like what are business solutions, differences between 
standardisation versus customisation. It also describes the reasons for emergence of 
marketing related concepts like customerisation, and segment-based mass customisation 
that are improvisations of mass customisation. It then highlights how firms are increasingly 
looking at customization and business integration to fulfil the requirements of their 
customers. 
After having laid the foundation with the literature review, the section after that provides a 
ĚĞƚĂŝůĞĚ ĚĞƐĐƌŝƉƚŝŽŶ ŽĨ ZĞĂůĞǇĞƐ ? ƉƌĞƐĞŶƚ ƐĞƌǀŝĐĞ ŵŽĚĞů ĐŽŶƐŝƐƚŝŶŐ ŽĨ ŵĂŝŶůǇ ĨŽƵƌ ƐƚĂŐĞƐ P
designing an eye-tracking study, data collection, data analysis and lastly, delivering results to 
clients. 
This is followed by the business solutions section. In the first half of this section, the report 
explains why increasingly firms are looking to become solution providers. It then explains 
how Realeyes can look to add value to the businesses of its clients by becoming solution 
providers. This section also provides recommendations for improving customer service 
processes and grooming the organisation for providing solutions.  
The section on customisation comes after business solutions. It starts off by explaining the 
importance of mass customisation and its benefits. The report then discusses segment-
based mass customisation. Subsequently, the shift from mass customisation to 
customerisation is discussed. After this, there is an in-depth analysis of the need for 
Realeyes to customerise its services. This is followed by recommendations for Realeyes to 
customerise its services by providing its clients a wide array of selection parameters to 
design their study. 
The next section focuses on business integration. It not only explains the need for born 
global firms like Realeyes to look at business integration for sustained growth but also 
provides recommendations for Realeyes to integrate its business processes. 
Lastly, the key findings and recommendations of the report are summarised in the 
conclusion. 
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2 Literature Review 
2.1 Business Solutions 
A business solution is a combination of products and services that creates value beyond the 
sum of its parts (Johansson et al, 2003). Sawhney (2006) defines solution as a combination 
of products and serviĐĞƐ ƚŚĂƚ ƐŽůǀĞƐ Ă ĐƵƐƚŽŵĞƌ ?Ɛ ƉƌŽďůĞŵ ? dŚĞ ĐŽŵƉĂŶŝĞƐ ĨŽůůŽǁŝŶŐ Ă
solution strategy bundle their products together and add software and services (Galbraith, 
2002). However, as per Kohli et al (2007) the customers consider a solution as a set of 
customer-supplier relational processes comprising of the following four phases: customer 
requirements definition, customisation and integration of goods and/or services, their 
deployment and post-deployment customer support, all of them ĂŝŵĞĚĂƚŵĞĞƚŝŶŐĐůŝĞŶƚƐ ?
business needs.  
Grenci and Todd (2002) propose that solutions-driven marketing should comprise of the 
following four stages: assessing needs of customers, determining options, configuring 
solutions, explaining and justifying choice to clients. Sharma et al (2001) recommend a value 
creation process for providing solutions that includes three phases: Management decision 
to select customers, customer oriented service design and value based pricing strategy to 
communicate additional value added to customer businesses. Galbraith (2002) provides a 
Star model for firms that are looking to change from being product-centric to providers of 
customer-centric solutions. The model is supposed to help companies overcome the 
challenge of moulding their organisations into successful solution providers. It comprises of 
developing a solutions strategy, redesigning organisational structure to meet customer 
requirements, optimising service processes, grooming employees to deliver solutions and 
rewarding them for meeting company goals. Lastly, Johansson et al (2007) have charted a 
four pronged approach for companies to succeed in the solutions game: rethink ones 
approach to sales, base prices on business value, realign the entire organisation, and supply 
one throat to choke. 
2.2 Standardisation versus Customisation 
Standardisation is the situation where the service product is the same every time. 
Customisation is the situation where the service product is created as an individual solution 
ƚŽ ƚŚĞ ĐƵƐƚŽŵĞƌ ?Ɛ ƐƉĞĐŝĨŝĐ ƉƌŽďůĞŵ  ?^ƵŶĚďŽ ?  ? ? ? ? ) ? :ƵĂŚŝĂŝŶĞŶ Ğƚ Ăů  ? ? ? ? ? ) ĐŽŶƐŝĚĞƌ
standardisation as a process of establishing one technical standard among competing 
entities in a market, where the standard will bring benefits without hurting competition. 
Sundbo (2005) suggests that if the customers have the knowledge and expertise to classify 
the products and services based on their type and quality then personalised care is useless. 
In such a scenario only price matters, hence standardisation would be the way to go. 
,ŽǁĞǀĞƌ ? ŝĨ ƚŚĞ ĐƵƐƚŽŵĞƌƐ ĂƌĞ ůĂĐŬŝŶŐ ŝŶ ĞǆƉĞƌƚŝƐĞ ĂŶĚ ŬŶŽǁůĞĚŐĞ ? ĞĂĐŚ ĐƵƐƚŽŵĞƌ ?Ɛ
requirement is different; then neither the client nor the supplier know the solution 
beforehand. In this case, customisation would be the preferred choice. 
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There have been studies indicating that the craftsman-like nature of service companies 
makes it difficult to increase productivity. On the contrary, standardisation is a means of 
lowering costs, thus boosting productivity and reducing prices (Narayandas, 2005). The 
following table compares the advantages of standardisation and customisation (Sundbo, 
2005). 
Table 1- Standardisation versus Customisation (Sundbo, 2005) 
Standardisation: Economics of Productivity Customisation: Economics of Expectation 
x Customer knows what to expect 
x Quality is assured 
x Easy to measure and monitor costs 
x Opportunity to increase productivity 
x Innovation can be incremental which 
reduces the risks in return of 
investment in innovations 
 
x Individual customer requirements are 
fulfilled 
x Customer gets personalised care 
x Opportunity to increase price 
x Innovation may have to be radical 
which increases risks but returns can 
be quick and high if successful with 
customers 
 
2.2.1 Mass customisation 
The concept of mass customisation was first proposed by Stan Davis (1987). According to 
Davis, mass customisation allows firms to leverage certain technologies and offer 
customized products and services to their customers while retaining the economic 
advantages of mass production. ,Ăƌƚ  ? ? ? ? ? )ĚĞĨŝŶĞƐŵĂƐƐ ĐƵƐƚŽŵŝƐĂƚŝŽŶĂƐ  “ƵƐŝŶŐ ĨůĞǆŝď
processes and organisational structures to produce varied and often individually customised 
products and services at the price of standardised mass-ƉƌŽĚƵĐĞĚĂůƚĞƌŶĂƚŝǀĞƐ ? ? 
Pine (1999) defines mass customisation as the use of mass production techniques to quickly 
assemble goods and services that are uniquely tailored to the demands of individual 
customers at prices comparable to mass-produced goods and services. In order to be 
effective, the firm has to merge the cost-saving efficiencies of mass production with value-
added customising processes. Mass customisation requires a flexible system to efficiently 
mix and match loads of different combinations of products and services for meeting 
specifications of individual clients. Two critical factors for a flexible system are use of 
modular design with postponement of product differentiation. Mass customisation if 
implemented properly can translate into higher sales and increased customer loyalty 
(Berman, 2002).  
Sundbo (2005) defines mass customisation of services as modulisation. The concept of 
modulisation is that service firms look to combine the positives of customisation (customer 
satisfaction) with those of standardisation (increased productivity). The principle of 
modulisation is to create a variety of standard modules which can be seamlessly combined 
for each client based on his needs. This helps companies control their operational costs 
while customer feels that he has received personalised service. Sundbo (2005) also suggests 
that information and communication technology can help accelerate the modulisation of 
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services. Even Jiang (2000) agrees that technological innovations and creativity coupled with 
sophisticated customer databases have aided the rise of mass customization. Similarly, 
Grenci and Todd (2002) suggest that IT enabled systems and planning processes can assist 
firms in implementing mass customisation and successfully fulfilling customer requirements.  
Jiang (2000) proposes a concept called segment-based mass customisation (SBMC) that links 
market segmentation and mass customisation. He summarises segment-based mass 
ĐƵƐƚŽŵŝƐĂƚŝŽŶ ĂƐ  “Ă ĐŽŵƉĂŶǇ ƐƚƌĂƚĞŐǇ ĂŝŵŝŶŐ Ăƚ ƚŚĞ ĚĞƐŝƌĞĚ ŵĂƌŬĞƚƐ ŽĨ ŽŶĞ ? ƉƌĂĐƚŝĐĂůůǇ
operating on the smallest segment size which maximises the profit or other utilities from 
mass customization that is, it does not necessarily assume perfect heterogeneity of the 
customers, but strategically focuses on the needs and wants of the smallest unit of the 
mĂƌŬĞƚƚŚĂƚŵĂǆŝŵŝƐĞƐƉƌŽĨŝƚŽƌŽƚŚĞƌŽďũĞĐƚŝǀĞƐ ? ?
Wind and Rangaswamy (2001) use the concept of mass customisation and propose a new 
concept called customerisation. Customerization is a buyer-centric company strategy that 
combines mass customization with customized marketing. Customerisation is more than 
mass customisation. Both customerisation and mass customisation look to meet the 
requirements of the customers in a more personalised manner with use of information 
technology. However, mass customisation is IT-driven on the production front but 
customerisation is IT-driven on the marketing front. 
2.3 Business Integration 
ƵƐŝŶĞƐƐŝŶƚĞŐƌĂƚŝŽŶƌĞĨĞƌƐƚŽĐŽŶŶĞĐƚŝŶŐĂĐŽŵƉĂŶǇ ?ƐĞǆƚĞƌŶĂů-facing business processes to 
the processes of its business partners, suppliers and customers (Linthicum, 2001). On similar 
lines, Jauhiainen et al (2005) consider B2B integration as controlled sharing of data and 
business processes among connected applications, data sources intra or inter-company.  
Vertical integration is to develop a B2B integration process with ones suppliers and 
customers within the supply chain. Horizontal integration is to develop a B2B integration 
process with firms whose activities are at the same level of value chain but in a different 
field of the industry. 
On the other hand Goethals et al (2007) propose two different concepts of B2B integration: 
Extended enterprise integration and Market B2Bi.  
Extended enterprise integration: 
Extended enterprise is a collection of legal entities (N>=2) that pursue repeated, enduring 
exchange relations with one another. In this type of integration, the firms that are useful to 
each other look to cooperate and collaborate to achieve a win-win situation. They are 
willing to do business with each other for an extended period of time. The partnering 
companies feel the need for integration to realize additional value. The development of 
customized software is part of this value adding effort. The concept of extended enterprise 
integration has the prospects of partner-specific IT investments (Goethals et al, 2007).  
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Market B2Bi: 
On the contrary, transactions that are simple and straightforward needing no transaction-
specific investments for their execution come under market B2Bi. There is no true 
collaboration between the firms and they cooperate in isolated transactions. 
 
Figure 1 - Extended enterprise versus Market B2B integration (Goethals et al, 2007) 
Consider the left side of the above figure. It shows the nature of networks in an extended 
enterprise. There is strong dependence with partners and alliances with which they purse 
long-term contracts. On the contrary, the network of market B2Bi firms in the right side is 
relatively weak with partners and the dependence is more on isolated or one-off market 
transactions (Goethals et al, 2007). 
Having reviewed the literature for business solutions, mass customisation and business 
ŝŶƚĞŐƌĂƚŝŽŶ ŝŶ ƚŚŝƐ ƐĞĐƚŝŽŶ ? ƚŚĞ ĨŽůůŽǁŝŶŐ ƐĞĐƚŝŽŶƐǁŝůů ĐƌŝƚŝĐĂůůǇ ĂŶĂůǇƐĞ ZĞĂůĞǇĞƐ ? ĐƵƌƌĞŶƚ
business practices and provide recommendations to become an effective solutions provider. 
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3 ǯservice model 
The present service model of Realeyes mainly consists of four parts. They are as follows: 
3.1 Designing the study 
Once the nature of eye-tracking study (usability, market research) has been decided, 
Realeyes has to design the study using the Tobii software that is compatible with their eye-
trackers. This study will be interactive for studies related to usability of websites, software 
and games. On the other hand, studies for research involving outdoor advertising, print 
media or in-store will be in the form of slide show.  
3.2 Data collection 
Once the design has been finalised, Realeyes rents a spot for a day or two in a public place 
like an airport, supermarket, pub, university, or an internet cafe. The choice of location 
depends on the nature of study and intended end customers of the product. Then Realeyes 
sets up its eye-tracking equipment in the allotted space and looks for participants for the 
eye-tracking study. It uses freebies like magazines, drinks, gift hampers to attract them. 
Once a participant has agreed to undergo the rest, Realeyes seats the participant in front of 
the eye-tracker and then conducts the test. Generally, the participant is requested to fill in a 
short questionnaire at the end of the study to assist the analysis of data. This process is 
repeated for every participant. 
3.3 Data Analysis 
After collecting data from about 40-50 samples, Realeyes uses semi-automated processes to 
extract relevant information. After analysing the extracted information, it then decides upon 
the eye-tracking parameters (time to fixation, areas of interest) depending on the nature of 
the study and client objectives. Later it summarises the results in a standard report format 
or a flash presentation. 
3.4 Delivering Results 
Realeyes delivers the generated reports to clients either electronically or by writing them to 
disks. It also provides a user manual to help clients interpret the results of the study. In case 
customers face difficulties in understanding the report then Realeyes guides them through 
the key points in the report over the phone. In special cases, the team goes personally 
onsite to deliver the results in the form of PowerPoint presentation. 
The following figure summarises the complete process: 
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Figure 2 - Realeyes' current service model 
 
In the following section we will look to provide recommendations for improving their 
business processes in order to meet customer requirements in a more efficient and more 
personalised manner. 
4 Adding value by providing Solutions 
 
:ĂĐŬ tĞůĐŚ ŽŶĐĞ ƐĂŝĚ ƚŚĂƚ ?  “dŚĞ ǁŝŶŶĞƌƐ ǁŝůů ďĞ ƚŚŽƐĞǁŚŽ ĚĞůŝǀĞƌ ƐŽůƵƚŝŽŶƐ ĨƌŽŵ ƚŚĞ
ĐƵƐƚŽŵĞƌƐ ?ƉŽŝŶƚŽĨǀŝĞǁ. That is a big part of ŵĂƌŬĞƚŝŶŐ ?Ɛ job. ? (Kumar, 2004) 
4.1 Why are companies looking to offer solutions? 
In recent times, the explosion of technology and communications along with globalisation of 
markets has increased the customerƐ ? choices making them more powerful (Sharma et al, 
2001). As a result, increasingly companies are looking to offer solutions to customers 
instead of stand-alone products and services (Galbraith, 2002). This trend has been 
particularly observed in high value, engineering and software intensive sectors that involve 
complex products and systems (Brady et al, 2005).  
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4.1.1 Solve customer problems 
Rather than trying to convince customers about how their product is superior to their 
competitors, companies are now opting for an approach that is based on customer benefits. 
The focus has ƐŚŝĨƚĞĚŽŶŚŽǁĂĐŽŵƉĂŶǇ ?ƐƉƌŽĚƵĐƚŽƌƐĞƌǀŝĐĞĐĂŶŚĞůƉƐŽůǀĞĐůŝĞŶƚƐƉĞĐŝĨŝĐ
problems (Narayandas, 2005). Anderson and Narus (1998) indicate that more and more 
ĨŝƌŵƐ ŝŶ ďƵƐŝŶĞƐƐ ŵĂƌŬĞƚƐ ĂƌĞ ĚĞǀĞůŽƉŝŶŐ  ‘customer value models ? ďǇ ĚƌĂǁŝŶŐ ŽŶ ƚŚĞŝƌ
knowledge of what customer value to gain over their competitors. In B2B domain, value is 
the worth in monetary terms of the economic, technical and service benefits a company 
receives in exchange for the price paid for a market offering. Grenci and Todd (2002) are of 
the opinion that solutions-ĚƌŝǀĞŶ ŵĂƌŬĞƚŝŶŐ ĂƌŝƐĞƐ ĨƌŽŵ Ă  “ŶĞĞĚƐ-ďĂƐĞĚ ? ĂƉƉƌŽĂĐŚ ƚŽ
selling. They suggest that by determining the customer requirements, suppliers will be in a 
better position to configure their solutions. 
4.1.2 Satisfy varying client requirements 
Let us consider the various needs of the customers of Realeyes. In the web usability domain, 
the social networking (Facebook, LinkedIn) and entertainment websites (Yahoo, IMDB) will 
be interested in increasing the number of hits or clicks. On the other hand, the banking 
sector would like to see a rise in their online transactions. Similarly, other e-commerce 
websites (Amazon, E-bay) would prefer a boost in their online sales by converting more 
product views into actual purchases. If one considers software usability, then clients 
building software (like word processors, multimedia players) for the general public will have 
different requirements than those built for professionals users (Visual Studio, Oracle). In the 
case of market research, clients would want to know why the off-the-shelf sale of their 
product is lower than their competitor even when research suggests that both of them are 
highly similar in features and quality. If Realeyes offers to solve these client specific 
problems through eye-tracking then they would be adding value to their ĐƵƐƚŽŵĞƌ ?Ɛ 
business.  
4.1.3 Less clients but large contracts 
DŽĨĨĂƚ ĂŶĚ K ?&ĂƌƌĞůů  ? ? ? ? ? ) ŝŶĚŝĐĂƚĞ ƚŚĂƚ ŵƵůƚŝĚŝŵĞŶƐŝŽŶĂů ŶĂƚƵƌĞ ŽĨ  ? ĐŽŶƚƌĂĐƚƐ ůŝŬĞ
timing, number of competitors, obligations, expectations, relations, co-operation and power 
make B2B selling a long and complex process. Firms operating in the business-to-business 
domain have less number of customers, but their transactions are larger in value 
(Narayandas, 2005). 
4.1.4 Lack of customer expertise 
The other reason why Realeyes should consider offering solutions is the lack of client 
expertise (Grenci and Todd, 2002). Our research (Interviews and Web-based surveys) 
indicates that eye-tracking is seen as an emerging industry by the digital media. This means 
that the level of awareness among clients about the benefits of eye-tracking is not very high. 
In fact, there are businesses that are still not aware about eye-tracking as a possible 
market/usability research tool. Under these circumstances, Realeyes would initially need to 
sell eye-tracking as a technology before they can promote their services. This would also 
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mean that, each client would have to be dealt with differently depending on their expertise. 
By educating novice customers about eye-tracking benefits and delivering effective 
solutions, Realeyes will not only gain the trust but can also look to build long-term relations 
with them. 
4.1.5 Value-based pricing 
Selling solutions gives Realeyes the option of value-based pricing rather than cost-plus 
pricing. It can result in fatter margins and as mentioned above into more lucrative customer 
contracts (Johansson et al, 2003). Also, by solving problems, one is satisfying their 
customers which are critical to success of any business (Brady et al, 2005). 
In the following section we will take a look at how Realeyes can add value through 
solutioons. 
 
4.2 How can Realeyes look to add value through solutions? 
 
Sharma et al (2001) suggest that businesses must use superior customer selection and 
differentiated offerings in their marketing and sales strategy. By allocating their resources 
carefully to selective customer segments, businesses can look to create value through their 
technology delivery, product delivery and customer delivery propose. They propose a 
framework that comprises of management decision and value creation processes.  
 
Figure 3 - Value creation framework proposed by Sharma et al (2001) 
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4.2.1 Management decision 
In the management decision process, businesses are becoming selective about their clients 
and are looking to cater to a limited set of customers. The variations in location, type and 
size of clients has resulted in diversity in needs and wants. This was explained in the 
previous section when the needs of different segments of Realeyes in web usability and 
market research were highlighted. Firms are using specialist teams to cater to the needs of 
their key accounts. Also, with latest developments in information technology, it has become 
easier to analyse information about clients and identify the most profitable ones or the ones 
that provide business on a regular basis. 
4.2.2 Value creation 
In the Technology delivery process, Realeyes must continue to build on its knowledge and 
find new and innovative ways of using eye-tracking to solve customer problems. It might 
have to consider integrating its service with the supplier (Tobii) or even bundle its services 
with intermediaries like usability service providers in order to offer the clients a complete 
package. At the same time it must continue to maintain its cost-effective approach by 
possibly looking at semi-automation through trade-off between standardisation and 
customisation. 
In the product delivery process, Realeyes has to ensure that customer requirements are met 
and commitments with regards to number of samples, sample demographics, scheduled 
date of delivery, benchmarking is fulfilled. Realeyes can also look to optimise its data 
collection and analysis procedures without compromising on the quality of their service. 
In the customer delivery process, Realeyes has to ensure that customer expectations are 
met (preferably exceeded).  This includes the delivery of output reports generated after 
analysing the data collected in the eye-tracking study. It can be in the form of a standard 
report to regular clients or even a personal presentation to the clients who are using eye-
tracking for the first time. Even after the delivery of reports, Realeyes needs to be equipped 
to handle queries from clients so that they can use the data in their reports in the best 
possible manner. 
4.2.3 Value based approach 
Lastly, Realeyes needs to do alter its present costs based (fixed + variable) pricing approach 
and adopt a value-based pricing approach. For example, % increase in number of online 
clicks, online sales, off-the-shelf purchases, or even % increase in number of software 
downloads after an eye-tracking study of the same. It must communicate this to its 
prospective customers through pre-sales activities, online presentations and case studies. 
To sum it up, Sharma et al (2002) suggest with their framework that Realeyes must provide 
value by developing customer expertise. The following section discusses that in order to  
develop customer expertise, Realeyes will need to become customer-centric in its 
processes. 
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4.3 Moving from product bundles to relational processes 
Kohli et al (2007) observe that there is a difference in the way suppliers and customers 
perceive solutions. Suppliers view a solution as customised and integrated combination of 
ŐŽŽĚƐĂŶĚƐĞƌǀŝĐĞƐĨŽƌŵĞĞƚŝŶŐĂĐƵƐƚŽŵĞƌ ?ƐďƵƐŝŶĞƐƐŶĞĞĚƐ ?,ŽǁĞǀĞƌ ?ĐƵƐƚŽŵĞƌƐĐŽŶƐŝĚĞƌ
a solution as a set of customer-supplier relational processes comprising of the following four 
phases: customer requirements definition, customisation and integration of goods and/or 
services, their deployment and post-deployment customer support, all of them aimed at 
ŵĞĞƚŝŶŐĐůŝĞŶƚƐ ?ďƵƐŝŶĞƐƐŶĞĞĚƐ ? They propose that relational process view can help deliver 
more effective solutions at profitable prices. Please refer to the following figure for more 
details: 
 
Figure 4 - From product bundles to relational processes (Kohli et al, 2007) 
 
4.3.1 Requirements Definition 
Since, eye-tracking is an emerging field; customers may not be able to articulate their 
research requirements clearly to Realeyes. It will be important for the Realeyes sales team 
to ask the right questions and determine both the recognised and unrecognised needs. 
When taking up market research projects involving advertising, in-store displays or gaming 
usability projects, it is important for Realeyes to know the targeted audience. Is it aimed at 
kids, women, youngsters, etc? This will impact the way in which Realeyes will have to design 
their study. When bidding for research of web and software usability projects, Realeyes 
needs to consider their future needs while finalising the parameters of their eye-tracking 
study. 
4.3.2 Customization and Integration 
Even when catering to clients from the same segment, Realeyes will have to alter the way it 
sells its services. For example in web usability, the requirements of social networking 
websites, e-commerce websites, financial websites or those focusing on sports or 
entertainment will be different. 
On the other hand, when working with intermediaries like usability service providers or 
website and game designers, it will probably need to integrate its service with theirs to 
attain research objectives. 
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4.3.3 Deployment 
Deployment refers to delivering results of the analysis in the form of reports to clients. 
Realeyes will have to format the report based on project requirements. The clients should 
also be in a position to interpret the results of the report. If they are first time users of eye-
tracking then Realeyes may have to give a presentation and train the client to interpret the 
results of the study. If they are regular users then a user guide along with the report will also 
serve the purpose.  
4.3.4 Post-deployment Support 
Even after completion of an eye-tracking project, Realeyes will have to maintain relations 
with the customer and keep track of their requirements. It has to keep working on new and 
upcoming innovations in eye-tracking for meeting the evolving needs of the client.  
To sum it up, this approach will enable Realeyes to develop a more structured and effective 
way for dealing with customer requirements. 
4.4 Grooming the organisation for providing solutions 
4.4.1 Solutions Strategy: Product centric or customer centric? 
Galbraith (2002) is of the opinion that different solution strategies will result in varying 
levels of customer-centricity. He proposes four dimensions that appear to make a difference 
to the organisation. These dimensions are as follows: 
4.4.1.1 Types of solutions 
a. Horizontal Solutions: These are generic and common across customer 
segments. This is the current approach being followed by Realeyes where 
they are looking to do business by volume rather than being selective. 
b. Vertical Solutions: These are more client-specific and will require special skills 
from resources. The eye-tracking requirements of a financial services firm will 
be different from that of an FMCG company. 
 
4.4.1.2 Scale and scope of solutions 
This refers to existing range of products and the number of products that can be 
combined into a solution. For example, an upcoming networking website would 
involve eye-tracking for improving usability of their website and visibility of their 
online advertisements. However, an eye-tracking project for a new walkman/mp3 
player being launched by a global company like Sony will involve webpage usability, 
online adverts, television adverts, outdoor adverts, and in-store displays or probably 
even usability of ^ŽŶǇ ?Ɛ music transfer software that is bundled along with the 
player. 
4.4.1.3 Integration 
Presently, eye-tracker manufacturers have lot of bargaining power over their 
customers because of incompatibility between different eye-trackers i.e. the output 
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of a Tobii machine is different from that of a SMI machine. If Realeyes could help 
customers overcome this problem then it would help reduce the dependency on 
eye-tracker manufacturers and increase the demand for eye-tracking service 
providers. This is explained in more detail in the integration section. 
4.4.1.4 Percentage of total revenue deriving from solutions 
Considering that Realeyes is an upcoming SME, it currently does not have the 
capacity to have dedicated resources for every segment. However, it could still 
develop a small ƐŽůƵƚŝŽŶƉƌŽǀŝĚĞƌ ?Ɛteam that has expertise in solving problems on a 
case-by-case basis. As the capability of Realeyes in providing solutions increases, this 
group can grow in size depending on the revenue it generates for the firm. 
4.4.2 Star Model 
As firms are looking to change from being product-centric to providers of customer-centric 
solutions, they are facing the challenge of moulding their organisations into successful 
solution providers. This change cannot occur overnight and requires a complete overhaul of 
the way a firm manages its operations. Galbraith (2002) proposes a Star Model with four 
dimensions for linking organisations with their solutions strategy. The first one is the 
structure that determines the locus of decision-making power. Then come the information 
and decision making processes. This is followed by a reward system for aligning employee 
interests with organisational goals. Lastly, there is also the people aspect that deals with 
employee skill sets.  
4.4.2.1 Structure 
Realeyes can look to have a hybrid structure where at the front end it is customer-centric 
but at the back end it continues to be product-driven. This will enable it to effectively link its 
products with customer solutions.  
The customer wing can have at least four units: 
1. Key accounts: 
These include the global clients, most profitable clients and clients that offer 
regular/repeat business.  
2. Intermediaries: 
This group covers strategic alliances like usability services firm using third party eye-
tracking services (Realeyes), advertising agencies and academic projects.  
3. First timers: 
These are the clients that are using eye-tracking for the first time. They need to be 
handled with great care considering their lack of expertise and future business 
prospects. 
4. dŽďŝŝ ?ƐƵƐƚŽŵĞƌƐ ? 
Since Realeyes is the official data collection partner for Tobii, this group will consist 
of the clients referred by them for data collection or for doing exploratory studies. 
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The products wing will have three main units: Usability services, market research and 
academic research. It is important for Realeyes to contribute and monitor the progress of 
eye-tracking in academic research as it gives Realeyes an opportunity to accelerate the 
transition of academic applications into commercial use and gain first mover advantage. 
Please refer to following figure showing a graphical representation of the structure. 
 
Figure 5 - Hybrid Structure for Realeyes 
 
4.4.2.2 Processes 
The processes will help in linking the front and back business units.  
x Reconciliation: 
This is where managers heading the units in the products wing will team up with the 
ones in customer wing and come up with different marketing strategies. For 
example, the strategy for tackling  ‘Usability Services-First timers ? will be different 
from  ‘Market Research-Key Accounts ?. 
 
x Product Portfolio:  
Each product unit develops its own products but care must be taken to ensure that 
they can work in tandem while providing solutions to customer. Please refer to 
following figure for a proposed product portfolio for Realeyes. 
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Figure 6 - Proposed Product Portfolio of Realeyes eye-tracking services 
 
WůĞĂƐĞƌĞĨĞƌƚŽƉƉĞŶĚŝǆĨŽƌĚĞƚĂŝůĞĚĚĞƐĐƌŝƉƚŝŽŶŽĨZĞĂůĞǇĞƐ ?ƉƌŽĚƵĐƚƉŽƌƚĨŽůŝŽ 
x Solutions development and fulfilment 
In this scenario, Realeyes needs to consider how it will propose solutions to clients 
that cover multiple products. Also, it must look to develop processes where it can 
use its knowledge and experience from previous projects to bid for new ones. It 
needs to look for a possible trade-off between standardised-customisation for being 
cost-effective and quick in delivering solutions. 
 
The other aspect it needs to take into account for solutions fulfilment is to combine 
outputs from multiple business units while delivering the end-product to clients. It 
also needs to consider that the price at which a project was bid will be different from 
the price at which it was won. In this case, it has to reallocate the contributions from 
different units Galbraith (2002). 
4.4.2.3 People 
It is important to groom the people in the organisation to think like a solution provider. One 
way to go about it would have Key Account managers that deal with a specific group of 
customers that have been highly profitable or been providing business regularly. These 
managers focus on building long term relations with the client and it also gives Realeyes an 
ŽƉƉŽƌƚƵŶŝƚǇ ƚŽ ůĞĂƌŶŵŽƌĞ ĂďŽƵƚ ƚŚĞŝƌ ĐůŝĞŶƚ ?ƐďƵƐŝŶĞƐƐ ƐŽ ƚŚĂƚ ŝƚ ĐĂŶƉƌŽǀŝĚĞ ƐŽůƵƚŝŽŶƐ ƚŽ
match their exact requirements. Ability to work in teams is also a key requirement for 
people working to provide solutions. People with good leadership skills are also an 
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important as their ability to take initiative and come up with effective solutions in critical 
projects will be responsible for long-term success of the firm.  
4.4.2.4 Rewards 
In order to align the interests with the organisation, performance related pay structure will 
have to be employees. Rewards based on stock options, customer satisfaction, revenues 
generated are examples for rewarding employees. 
Please refer to the following figure for a graphical summary of the Star Model. 
 
Figure 7 - Solutions Star Model (Galbraith, 2002) 
 
To sum it up, becoming a solutions provider is not just about cross-selling and bundling of 
products and services but it also about the senior management grooming their organisation 
and managing it effectively.  
The benefits and challenges in becoming a solutions provider were highlighted in this 
section. In the following section, the report will look at different ways in which Realeyes can 
provide a wide range of products and services in a cost effective manner with quick 
response time to become a successful eye-tracking solutions provider.  
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5 From Mass customisation to Customerisation 
 
 “/Ŷ ƚŚĞ ŶĞǁĐŽŵƉĞƚŝƚŝǀĞ ĞŶǀŝƌŽŶŵĞŶƚ ? ƚŚĞ ďŝŐǁŝůů ŶŽƚĞĂƚ ƚŚĞ ƐŵĂůů ?dŚĞ ĨĂƐƚǁŝůů ĞĂƚ ƚŚĞ
ƐůŽǁ ? ? ?tŝŶĚĂŶĚZĂŶŐĂƐǁĂŵǇ ? ? ? ? ? ) 
5.1 Mass Customisation 
5.1.1 The need for mass customisation 
Jiang (2000) suggests that the recent shift from mass marketing to mass customization is 
because the customers are becoming more demanding. Jiao et al (2003) observe that 
service providers are striving to achieve balance between cost savings and customer 
satisfaction. They recommend the use of mass customisation for dealing with demand for 
quick responses and growing variety. As per them, mass customisation considers each 
customer as unique and extracts maximum reusability through economies of scale. They are 
of the opinion that the growing flexibility in modern systems coupled with advancements in 
programmable computing and communications technologies provides companies with low 
to medium volumes to gain competitive advantage through mass customisation. The 
following figure illustrates the economic implications of mass customisation: 
 
Figure 8 - Economic Implications of mass customisation (Jiao et al , 2003) 
 
5.1.2 Benefits of Mass customisation 
Davis (1987) is of the opinion that mass customization if properly implemented can result in 
market leadership, customer loyalty, increased profitability and productivity. Berman (2002) 
suggests that mass customisation may allow suppliers to raise their prices because clients 
perceive mass customised products and services as customised. Similarly, Jiao et al (2003) 
indicate that customers are willing to pay more if their requirements are completely met. 
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Grenci and Todd (2002) promote mass customisation as a way of increasing profitability. 
Please refer to following figure for more details. 
 
 
Figure 9 - Paths to profitability through customisation (Grenci and Todd, 2002) 
 
Wind and Rangaswamy (2001) provide the following list of benefits of mass customisation: 
From the client perspective: 
x Meets their requirements and solves their problems 
x Many clients feel that customisation is worth a premium price 
 
From the Supplier perspective: 
x An opportunity for offering value-added services 
x Acts as source of information on changing tastes of clients that can be used for 
improving forecasting 
x Overhauling of operations and processes resulting in improved, quick and 
economical products and services. 
x Build customer databases about their preferences and pricing attitudes.  
x Build relationships using stored customer information and look to achieve customer 
satisfaction and loyalty. This can influence them to spend more on your products and 
services. 
x Encourages continuous innovation 
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5.1.3 Mass customisation triangle 
The three key requirements of mass customisation are variety (customisation), market 
(quick responsiveness) and economies of scale (mass efficiency). To sum it up, successful 
mass customisation depends on features, cost and schedule (Jiao et al, 2003). In order to 
achieve a correct balance between above mentioned triple factors, I have proposed a mass 
customisation triangle in the following figure. The figure of the triangle has been adapted 
from a business development services paper from Altenburg and Stamm (2002). 
 
Figure 10 - Mass Customisation Triangle based on parameters proposed by Jiao et al (2002) 
 
As can be seen in the above figure, costs will depend on the level of customisation required 
coupled with the urgency of the project. 
5.1.4 Segment based Mass customisation 
 
 “DĂƌŬĞƚ ƐĞŐŵĞŶƚĂƚŝŽŶ ŝŶǀŽůǀĞƐ ǀŝĞǁŝŶŐ Ă ŚĞƚĞƌŽŐĞŶĞŽƵƐŵĂƌŬĞƚ ĂƐ Ă ŶƵŵďĞƌ ŽĨ ƐŵĂůůĞƌ
homogeneous markets, in response to differing preferences, attributable to the desires of 
consumers for more precise satisĨĂĐƚŝŽŶŽĨƚŚĞŝƌǀĂƌǇŝŶŐǁĂŶƚƐ ? ? ?ZŽďŝŶƐŽŶ ? ? ? ? ? )
Jiang (2000) advocates that mass customisation should be considered as an integral part of 
market segmentation to provide the optimum solution for meeting customer requirements 
and generating profits for the companies. He considers the objective of mass customization 
is to identify the differences between customer requirements and modify the product and 
service offerings correspondingly by using market segmentation. The main idea behind 
segment-based mass customization is to reach a segment unit efficiently and profitably 
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taking note of ĂĨŝƌŵ ?ƐƌĞƐŽƵƌĐĞƐ ? While segmentation is generally market oriented and mass 
customisation is product/service oriented, segment-based mass customisation takes into 
account both market and product/service views. 
 
Figure 11 - Segment-based mass customisation (Jiang, 2000) 
 
If one refers to the proposed front-back hybrid network for Realeyes (Star Model-> 
Structure), then it seems logical to include segment-based mass customisation in overall 
scheme of things. This is because the business units in back office are products based while 
the ones in front office are market based. 
5.2 Customerisation 
Customerisation aims to enable firms to adapt the concept of personalised marketing for 
ƚŚĞĚŝŐŝƚĂůŵĂƌŬĞƚŝŶŐĞŶǀŝƌŽŶŵĞŶƚ ?/ƚůŽŽŬƐƚŽĞǆƉůŽŝƚƚŚĞ “ďƵŝůĚ-to-ŽƌĚĞƌ ?ƉƌŽĐĞƐƐƚŽĚĞůŝǀĞƌ
a solution the matches the needs of the customers. A firm needs to take into account both 
its operational capabilities and customer needs while designing its customerisation strategy. 
ƵƐƚŽŵĞƌŝƐĂƚŝŽŶ ŝƐ ƐƵŝƚĂďůĞ ĨŽƌ ƉƌŽĚƵĐƚƐ ĂŶĚ ƐĞƌǀŝĐĞƐ ǁŝƚŚ Ă ŚŝŐŚ ƉĞƌĐĞŶƚĂŐĞ ŽĨ  “ĚŝŐŝƚĂů
ĐŽŶƚĞŶƚ ?(Wind and Rangaswamy, 2001). 
5.2.1 Customerisation challenges 
The challenges to customerisation are as follows: 
1. Information exchange with clients: 
There needs to be knowledge transfer between suppliers and clients as a result some 
of the internal processes may have to be exposed to customers. 
2. Determining hidden requirements: 
A customerised marketing approach emphasises identifying unarticulated needs of 
the customer. 
 
3. Increased customer expectations: 
Customerisation process creates higher expectations from customers as they expect 
their requirements to be perfectly met  
4. Pricing: 
Sometimes customers are unwilling to sacrifice the price benefits while buying 
customised products making it difficult for suppliers to charge a premium. However, 
a well-designed customerization strategy should offer opportunities for marketers to 
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find creative ways to bundle their services, thereby generating additional revenues 
through innovative packaging, cross-selling and up-selling. 
5. Deciding on the number of options: 
The key to successful customerisation is offering just the right amount of variety so 
that the customers are presented with the right choices without being overwhelmed 
The level of customerisation depends on customer preferences and expertise to 
handle choices along with technological capabilities and competitor product lines. A 
firm can limit options by offering standardised options packages.  
Please refer to following graph indicating the benefits of customerisation. 
 
Figure 12 ± Customerisation (Wind and Rangaswamy, 2001) 
 
5.3 Why should Realeyes customerise its services? 
If one considers the nature of eye-tracking services provided by Realeyes then the level of 
marketing customization is high. This is because different marketing strategies have to be 
applied for each of usability services, market research and academic research. If one 
considers the operational aspects in designing an eye-tracking study then it too varies from 
one study to other. Designing a gaming study is highly different from an outdoor adverts 
study. If one looks at the data collection process then depending on the nature of study and 
target participants (kids, moms, youngsters), the data collection process and choice of data 
collection site (supermarkets, arcade, airport) also varies. When we move to the analysis 
section, then again the eye-tracking parameters of interest (fixation, heatmaps) vary from 
one study to other depending on the purpose of the study (improve usability, increase 
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sales). Since both marketing and operational customization for Realeyes is high, Wind and 
Rangaswamy (2001) suggest that customerisation is the way to go. Please refer to following 
figure: 
 
 
Figure 13 - Pathways to customerisation (Wind and Rangaswamy, 2001) 
 
 
5.4 ǯǫ 
 
5.4.1 Customerisation based on segment-based mass customisation 
This section provides a framework for Realeyes to customerise its services using segment-
based mass customisation. Taking note of the proposed front-back hybrid structure, 
Realeyes can consider three groups based on the concept of customer decision support 
system adapted from Grenci and Todd (2002). Realeyes can decide the level of assistance to 
be offered based on customer expertise. Please refer to following figure for more details: 
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Figure 14 - Deciding level of assistance based on customer expertise (Grenci and Todd, 2002) 
 
5.4.1.1 	ǯ 
These customers have little or no expertise in eye-tracking. Thus, they will need the 
expertise of the Realeyes team to finalise the specifications for the study. This will generally 
comprise of clients looking to do an exploratory study on eye-tracking. Hence, it is 
important to educate them about the various factors involved in deciding the specifications 
of an eye-tracking study. 
5.4.1.2 Key Accounts 
Key accounts like those who give regular business to Realeyes are generally aware of eye-
tracking study requirements or have used it before. Thus, they will have a reasonable idea 
about the design requirements. Realeyes can assist such customers in coming up with 
specifications that completely meet their needs.  
5.4.1.3 Intermediaries 
Intermediaries like usability consultants or market research teams of advertising agencies 
are experts in using eye-tracking research for their products and services. More often than 
not they will be in a position to specify all the specifications of the eye-tracking study with 
little or no assistance.  
Realeyes should aim to offer a wide array of selection parameters with multiple choices to 
the key accounts and intermediaries. This will not only give the customers a feeling that 
they are designing their own package but also it makes the job of Realeyes much easier in 
meeting client requirements. However, for customers (first timers ĂŶĚ dŽďŝŝ ?Ɛ ĐůŝĞŶƚƐ) 
needing expert assistance, Realeyes will have to analyse the client requirements, determine 
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the right options and offer them customised ƉĂĐŬĂŐĞƐ ?>Ğƚ ?Ɛ ůŽŽŬĂƚthe possible selection 
parameters that Realeyes can offer to their clients. 
 
5.4.2 Selection parameters for customers wanting to create their own package  
As mentioned before, these clients would have used eye-tracking studies previously and will 
be aware of the various factors that make up an eye-tracking study. Hence, such clients can 
provide the key project requirements with little or no assistance. Realeyes should look to 
gain the following information from them. 
 
5.4.2.1 Expected output from study 
The clients should be requested to provide the reason for them doing an eye-
tracking project. For example: 
x Boost online sales of products on my e-commerce website 
x Increase membership of my social networking website  
x Sell more copies of the magazine 
x Identify the distractions in the game background and so on. 
This will help Realeyes design the study keeping in mind the main requirements of 
their clients 
 
5.4.2.2 Nature of study 
This is where the client needs to specify the type of study. For example, website 
usability, print media, digital advertising, etc. The client should be provided with the 
detailed product portfolio (discussed in Solutions->Star Model). This will give 
Realeyes an idea about the type or skill level of participants needed for the survey 
and also the nature of data to be collected and analysed. For example, the skill level 
required for an in-store display or a print media related study is lower than that 
required for software or gaming usability. 
 
5.4.2.3 Target countries 
It is important for Realeyes to know the various countries in which the product to be 
eye-tracked will be operational or sold or launched. This provides Realeyes an idea 
about the risk from the client perspective. The risk involved in eye-tracking a new 
drink being launched by Coco Cola across the globe is different from that of an eye-
tracking project for a local manufacturer of packaged foods. It also gives Realeyes an 
opportunity to offer transnational studies to their clients considering their presence 
in multiple continents. 
 
5.4.2.4 Target audience of products 
Realeyes should not only be aware of the segments which their customers are 
looking to target through their products but also the segments who will actually buy 
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those products. For example, a product like a toy may be targeted at children but it 
is the parents who pay for the product based on the packaging. The eye-tracking 
study should then involve both parents and kids. However, in case of baby foods the 
study will probably focus more on mothers. 
 
5.4.2.5 Sample Size 
The customers should have the option of choosing the sample size for their study. 
Realeyes can provide them multiple options like: 
x Small (25-40 participants) 
x Regular (40-60 participants) 
x Large (60-75 participants) and 
x Extra-Large (75-100 participants) 
This factor gives Realeyes an idea about the cost of the project with regards to 
sample size, duration of data collection, and volume of data to be analysed. 
 
5.4.2.6 Expected delivery time 
Realeyes should look to charge a premium to customers who want quick results. It 
can offer two options: Regular (around 2 weeks) and Express (within one week). 
 
5.4.2.7 Users of eye-tracking results 
The nature of data in the output report should be customised to match the expertise 
of the people who will be reading that report. If the report is going to be used by 
marketing and sales executives at customer side then it should contain graphs and 
simplified analysis that can be easily interpreted by them. If it is going to be used by 
intermediaries like usability consultants or market research experts in research units 
on the client side then Realeyes can look to include more complex and technical 
data. If results are going to be used by both groups then again Realeyes has an 
opportunity to use bundled pricing approach for this feature. 
 
5.4.2.8  Deliverables Format 
Clients can also be given the choice of selecting the mode of delivery for their eye-
tracking results. This can include: 
x Basic: Only the output report in pdf and excel format with a user manual so 
that the clients with prior eye-tracking knowledge can interpret the contents 
of the report by themselves 
x Regular: Report, User Manual and an explanation of report over the 
telephone or video conferencing for clients with limited eye-tracking 
experience 
x Premium: Report, User Manual and a personalised presentation at client side 
for first time users or complex eye-tracking projects 
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Once the client has listed the specifications, Realeyes can accordingly price their offering 
based on the choices made by the client and the value being added by their eye-tracking 
study. However, in case Realeyes feels that the client has made certain choices which will 
not fulfil the desired objectives of their study then Realeyes should guide the customer and 
help him find the best solution for his problem. In this way, Realeyes can maintain cost 
effective operations but at the same time meet all of customer requirements. It also helps 
build client loyalty and trust towards Realeyes. 
5.4.3 Customised option packages for first timers 
Most of the clients opting for this will probably have limited knowledge about the 
specifications of an eye-tracking project. It is the responsibility of the Realeyes sales team to 
engage them in detailed dialogue so as to determine their objectives of conducting their 
eye-tracking study (articulated and unarticulated), required delivery date (express, regular), 
target countries, segments, and so on. Then based on their findings Realeyes should offer 
these clients customised packages in the form of Platinum, Gold, Silver, and Classic. 
Platinum would mean charging the clients a premium and offering the complete basket of 
services while Classic will be the most economical solution for their problem with the most 
basic features. It can use various combinations of the above mentioned deciding factors 
depending on nature of eye-tracking project. During the course of the project, Realeyes 
should look to educate and train their customers so that they are able to create their own 
package for their future eye-tracking projects. This will also give Realeyes an opportunity to 
build stronger relations with their clients. 
In order to successfully implement customerisation, Realeyes will need an effective 
integration of inter and intra firm processes (Wind and Rangaswamy, 2001). 
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6 Business Integration 
 
6.1 Why does a SME firm like Realeyes need Business Integration? 
The recent advances in information and communication technologies and globalization of 
markets have enabled SMEs to expand internationally (Knight, 2001). Oviatt and McDougall 
(1995) consider the widespread use of internet and other telecommunication technologies 
are providing competitive advantages to SMEs, allowing them to cost-effectively and 
efficiently transact businesses with upstream and downstream channel members across the 
globe. The same has been the case with Realeyes. It has established International presence 
in Europe and US within two years of launch in UK. However, it needs to develop or tailor 
wares to meet the requirements of these new markets, adhere to strict quality standards, 
and make the eye-tracking services more universally desirable (Toyne and Walters, 1993). 
Venkatraman and Henderson (1998) are of the opinion that SMEs can achieve global 
competitiveness without actually increasing their size, but rather by focusing on their virtual 
and soft assets in order to grow.  
Porter and Kotabe (1990) suggest investments in R&D to accelerate and upgrade innovative 
capabilities. As per them, technology allows firm to compete more effectively and launch 
products and services that match client requirements resulting in improved overall 
performance and increase in market share. Varadarajan (2008) advises companies to think 
more expansively beyond the potential cost savings from outsourcing. He suggests that by 
leveraging technology, automation can be an effective alternative to outsourcing. 
Kohavi et al (2002) consider integrating analytics with existing systems as a key to both 
action and measurement. According to them, analysis is more effective when data is 
available from multiple sources. In business analytics, data from eye-tracking, click based 
analysis, online surveys and other research tools should be merged to produce results that 
add the maximum value to customers. 
Brown (2005) indicates that the ability to leverage the potential of technology is becoming 
increasingly important for the success of small and medium enterprises (SMEs). He advises 
them to focus on three areas: 
x Organizational structure should be decided by the business and technological 
environments of the firm  
x Development of processes to streamline critical processes 
x Aligning service with information technology (IT). 
 
Ming et al (2005) provide the following reasons for firms to implement B2B integration: 
x Geographically dispersed teams and partners need to collaborate for designing 
products and services 
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x Mass customization requires use of modules or blocks to develop new products and 
services that can be flexibly managed 
x Better use of web-centric technology for adding value to businesses 
x Effective management and use of customer related information and knowledge 
  
Similarly, Jauhiainen et al (2005) are of the opinion that in the near future, B2B integration 
will depend on standards and e-business frameworks for seamless integration with multiple 
firms. They propose three main drivers for B2B integration: 
x Simplify partner interactions 
x Bring down the cost for providing effective solutions 
x Increase the speed for implementing solutions 
 
As part of our research for the group project that involved developing an international 
marketing plan for Realeyes to launch in Australia, we interviewed a number of experts 
involved in the field of eye-tracking.  The interviewees included competitors, eye-tracking 
equipment manufacturers and prospective clients. Please refer to Appendix B (Horizontal 
analysis) for more details.  
One thing that stood out during these interviews (Kate Caldwell, Tobby Biddle, James Breeze 
and Tommy Strandwall) was the lack of interoperability between the eye-tracking 
equipment manufactured from different suppliers. Each manufacturer be it Tobii, or SMI 
(Senso Motric Instruments) has their own proprietary software to operate their eye-tracking 
equipment. This means that the output format of an eye-tracking study varies from 
manufacturer to manufacturer even though the data contains more or less the same 
information. As a result, usability service providers use eye-tracking equipment from the 
same supplier for all of their studies. The reasons for that are as follows: 
x Eye-tracking requires considerable initial investment with the cheapest eye-tracker 
being around $25000 USD. 
x Regularly renting out eye-tracking equipment on a project basis is not always 
feasible 
x Also, usability services have to develop their own processes to analyse the results 
generated from the combination of manufacturer specific combination of software 
and hardware. For example, results generated from Tobii Software+Tobii Hardware 
will be in a different format from the combination of SMI hardware+SMI software. 
x Most usability services provide eye-tracking studies as one of the many services 
along with other tools like user-centred design, click based analysis, focus groups, 
etcetera.  
 
To sum it up, most of these usability services are SMEs, which means that they have limited 
resources to share amongst all research tools. Thus, they end up relying on only one eye-
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tracking supplier for all their studies. This strategy is alright for those usability services for 
whom eye-tracking is not a core offering. However, if one considers the case of Realeyes 
whose core competence is eye-tracking then it needs to rethink its strategy of putting all its 
eggs in one basket i.e. Tobii.  
 
6.2 How can Realeyes integrate its service processes? 
6.2.1 Proposed framework for extending compatibility with multiple suppliers 
Goethals et al (2007) suggest that it can be very useful to standardize issues be it business or 
ICT related issues on which it does not make any sense to compete. When interoperability is 
critical then standards are required. Features that cause customer dissatisfaction or hinder 
industry progress must evolve into standards. Wind and Rangaswamy (2001) through their 
customerisation concept recommend firms to: Increase the digital content of everything the 
company does and position the firm to become the customerizer of its entire industry. 
As part of our research, we studied the sample eye-tracking data generated from different 
suppliers. We noticed that even though the representation of results is different for each of 
them but all of them basically are conveying information about the same set of eye-tracking 
parameters. In layman ?ƐƚĞƌŵƐ ?ĂůůƚŚĞƐĞƐƵƉƉůŝĞƌƐƉƌŽǀŝĚĞĚĂƚĂĂďŽƵƚŚŽǁůŽŶŐƵƐĞƌƐůŽŽŬĂƚ
a particular section of the screen, which are the popular sections on a screen that grab their 
attention, and so on.  
Based on above findings, a framework for extending compatibility with multiple suppliers 
has been proposed keeping in mind the theme of the report to focus on solutions through 
customerisation. Please refer to the following figure proposed framework for developing a 
common service platform. 
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Figure 15 - Proposed framework for developing a common service platform 
 
As can be seen in above figure, Realeyes will have to develop separate modules for 
converting the output (data) of supplier eye-tracking software into a common format. After 
that, perform analysis of data using existing analysis processes. This will be followed by 
selection of key eye-tracking parameters based on the nature and objectives of research. 
dŚŝƐ ŝƐ ŝŶ ůŝŶĞǁŝƚŚĞƌŵĂŶ ?Ɛ  ? ? ? ? ? )ƌĞĐŽŵŵĞŶĚĂƚŝŽŶŽĨĚĞǀĞůŽƉŝŶŐĂ flexible system using 
modular design and postponing the product differentiation as late as possible. The relevant 
data will then be summarised into reports which can be delivered to clients depending on 
their chosen mode of delivery. 
From what we understand, Tobii and Realeyes share very good relations. As mentioned 
before, Realeyes is their official data collection partner. Also, Realeyes is regularly involved 
in testing their new products and provide feedback to improve the same. However, in order 
to accelerate the growth of Realeyes and to make the overall eye-tracking technology more 
customer friendly, Realeyes should look to extend compatibility of its services with other 
suppliers. One might be worried that the suppliers will be uncomfortable by the attempt of 
Realeyes to extend compatibility with multiple suppliers. However, Realeyes must convince 
them that it is better for the growth of overall eye-tracking industry. They must promote the 
modern concept of co-opetition rather than competition. Realeyes should look to play the 
role which companies like Flextronics have played in the world of electronics. Flextronics 
provides vertically integrated design and manufacturing services to help brands like 
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Samsung, Motorola and others to create market-leading products. Even in the automobile 
industries, these days there is the concept of a common chassis platform for SUVSs, saloons, 
pick-up trucks and others. This platform is shared by different automobile manufacturers. 
Realeyes would be extending this concept by creating a common service platform. 
The following section will highlight the potential benefits of extending compatibility with 
multiple suppliers by developing a common service platform. 
6.2.2 Potential benefits of extending compatibility with multiple suppliers 
6.2.2.1 Spreading of risk 
By extending compatibility in eye-tracking equipment for more than one supplier 
and developing processes for analysing output generated from the equipment of 
multiple suppliers, Realeyes will be relatively unaffected if one of the suppliers goes 
bust in the future. 
6.2.2.2 Increased market share 
WƌĞƐĞŶƚůǇ ?ZĞĂůĞǇĞƐ ?ŵĂƌŬĞƚƐŚĂƌĞ ŝƐďĞŝŶŐ ŝŶĨůƵĞŶĐĞĚďǇƚŚĞŵĂƌŬĞƚƐŚĂƌĞŽĨdŽďŝŝ ?
Our research suggests that while Tobii is the preferred eye-tracker in usability 
services, SMI has the upper hand in market research while Eyetracker (Australian 
supplier) is known for use of eye-tracking in automotive applications. By offering 
multiple choices to clients and intermediaries, Realeyes is giving them the option to 
choose the equipment which they have used before.  
6.2.2.3 Strengthening the proposed customerisation approach 
Also, the market share and preference of eye-tracking suppliers amongst businesses 
vary from country to country or even from product to product. Thus, by developing 
compatibility with multiple suppliers Realeyes can use the horses for courses 
approach. 
6.2.2.4 First mover advantage 
Presently, Realeyes is one of the few companies that have the capability to conduct 
eye-tracking studies at a global scale. Extending compatibility of their services to 
multiple suppliers will make them the only global eye-tracking service supporting 
multiple eye-tracking suppliers. This will help establish the global brand called 
Realeyes. 
6.2.2.5 Possibility of strategic alliances with suppliers and customers 
As newer manufacturers of eye-tracking equipments enter the market, there is every 
possibility that they will encourage or even incentivise Realeyes to incorporate 
modules specific to their equipment to promote their products. From the client 
perspective, it gives Realeyes more opportunities with global firms looking to 
conduct transnational studies or studies involving use of multiple product offerings 
from Realeyes. Even intermediaries like usability services employing third-party eye-
tracking services will look for strategic alliances with Realeyes as it will be offering 
high level of customerised services.  
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7 Conclusion 
Realeyes is currently employing a product-based approach for its eye-tracking services. 
Considering the emerging nature of this industry, it would be better if Realeyes looks to 
adopt a more customer-centric approach. This is because the research requirements and 
the level of eye-tracking expertise tend to vary from one client to another. By becoming a 
solution provider, Realeyes can look to add value to its customers business through its 
technology, product and customer delivery processes. It also gives Realeyes an opportunity 
to use a value based pricing approach as opposed to its current costs (fixed+varied) based 
approach. In order to become an effective solutions provider, Realeyes will have to alter its 
current service processes with regards to requirements definition, customization and 
integration of different elements of an eye-tracking study, deployment of results and also 
offer post deployment support to clients. Apart from this the senior management needs to 
groom its organisation to think and behave like an effective solution provider. It should 
consider adapting a hybrid organisational structure, where the front end is customer based 
and the back end is product based. 
The senior management of Realeyes will also need to decide upon their solutions strategy 
based on the level of customer centricity it wishes to offer. This is directly related to the 
level of customization that Realeyes will have to provide its customers to match their 
individual requirements. The level of assistance required by clients in finalising the 
requirements of an eye-tracking study is inversely proportional to their expertise in dealing 
with eye-tracking research.  
Taking into account the high level of marketing customization and operational 
customization involved, the report recommends use of combination of segment-based mass 
customisation and customerisation for ZĞĂůĞǇĞƐ ? ĞǇĞ-tracking services. Realeyes needs to 
provide its experienced eye-tracking customers a wide array of selection parameters like 
nature of study, target audience, sample size and others so that the clients can create their 
own eye-tracking package. On the other hand, special care needs to be taken in dealing with 
first time users of eye-tracking. By carefully studying their requirements, Realeyes should 
use its expertise to design customised option packages for inexperienced eye-tracking 
customers. However, it should also make the effort to educate them about the significance 
of various selection parameters so that they are in a position to create their own package 
for future projects. 
In order to successfully implement customerisation Realeyes will need to look at business 
integration. Also, integration using information technology will help Realeyes continue to 
expand internationally. The report identifies the lack of interoperability between hardware 
and software of different eye-tracking suppliers and lack of standard output format as the 
key factors holding back the eye-tracking industry from realising its full potential. The report 
proposes a framework for Realeyes to develop a common service platform by extending its 
compatibility with multiple eye-tracking supplier equipment. The potential benefits of 
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extending compatibility with multiple suppliers include increased market share, reduced 
risk, and possibility of strategic alliances with customers. 
To sum it up, the above mentioned recommendations hope to make Realeyes a world 
leader in eye-tracking solutions. 
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9 Appendices 
9.1 Appendix A Ȃ ǯ 
 
1. Usability Segment  ? User Interface 
a. Desktop: This will mainly cover computer monitors, laptops and televisions 
i. Website: This will include all internet websites providing services like 
emails, social networking, banking, etc. 
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ii. Software: This will mainly include User Interface analysis of 
applications based on operating systems like Windows and Mac. 
iii. Games: This will include analysing user interface of games to be run 
on PCs and gaming consoles like Xbox, Wii, Playstation, etc. 
b. Portable: This will cover handheld devices like mobile phones, media players, 
gaming devices and other such devices. 
i. Website: This will include website versions to be run on mobiles and 
media players. 
ii. Software: This will cover applications specifically built to run on 
mobile phones and media players. 
iii. Games: This will include analysing user interface of games to be run 
on gaming consoles like PSP, Game boy, Zune, etc. 
 
2. Market Research 
a. Static 
i. Packaging: This includes consumer products like cereals, soft drinks, 
packaged food and other products where packaging plays an 
important role in attracting customer attention. 
ii. In-store Display: This includes eye-tracking analysis of layout of 
products in shelves of super markets, departmental stores, malls, etc. 
iii. Outdoor: This will cover poster advertisements on bill boards, roads, 
cinema halls, airports, malls, etc. 
iv. Print media: This includes newspaper and magazine layout and 
advertisements. 
v. Product design: This can cover eye-tracking analysis using 
photographs of prototype or newly launched products like mobile-
phones, laptops, digital cameras, cars, bikes, etc. 
b. Dynamic 
i. Television Commercials: This is self explanatory including all types of 
advertisements, movie trailers, etc. 
ii. Digital Advertisement: This includes electronic mail, online 
advertising, search advertising. 
 
3. Academic Research 
a. Psychology:  
i. Reading and Tracking: This includes tracking the eye-movement of 
children with reading disability or studying child behaviour while 
solving problems in relation to their eye-movements. 
ii. Film and Arts: Academics are also looking to use eye-tracking for 
analysing human perception of films scenes and art objects like 
paintings. 
b. Medical Research: 
i. Neurology: There is growing interest in mapping the movements of 
the eye with the study of the brain and other emotions of the nervous 
system. 
ii. Ophthalmology: For studying vision deficiencies. 
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9.2 Appendix B Ȃ Horizontal analysis of Interview findings 
As mentioned in research methodology, the team interviewed 8 experts (6 from Australia, 1 
from Canada and 1 from UK). Kindly refer to the appendix for the detailed summary of each 
interview. This section will highlight the key findings from those interviews. 
9.2.1 Eye-tracking applications and marketing channels 
As part of the interview, almost all the participants were asked to list down the current 
applications of eye-tracking based on their knowledge and awareness. Their answers have 
been tabulated below: 
Name Current applications of eye-tracking Group 
James Breeze Web usability, academia (Phd Research, Child 
Psychology), Ophthalmology 
Competitor 
Kate Caldwell Web usability, print ads, packaging design, point of 
sale 
Competitor 
Toby Biddle Web usability Partner 
Claudia 
Mcinerney 
Video games, online and outdoor advertising and 
interaction. 
Client/Partner 
Tommy 
Strandvall 
Search behaviour, print media layout and advertising. 
Academic research (70%) for studying human 
behaviour. It is also being used for art, packaging, 
mobile phones and many more. 
Supplier/Partner 
Cinnamon 
Pollard 
Web usability analysis Client 
Ruzbeh Not asked Client 
Tony Marlow Web usability Client 
As expected, the service providers (competitors and supplier) provide a long list of eye-
tracking applications. However, most of the clients are only aware of its applications in the 
web usability domain. This indicates that there is lack of awareness amongst clients of the 
various eye-tracking applications. 
The other most frequently asked question to prospective clients during the interviews was 
the marketing and sales channels used by them to promote their products and services. The 
responses are as follows: 
Client Name Products and Services Marketing Channels 
Claudia 
Mcinerney 
(Grey Group) 
It is an advertising and 
communication agency 
Television, magazine, outdoor, 
mail, online campaigns, direct 
marketing 
Cinnamon 
Pollard 
(Livewire) 
It is an online community 
aimed at 11-21 year olds who 
are suffering from illnesses like 
cancer, leukaemia, etc 
Online  W search engine 
optimisation (SEO), google 
adwords, free advertising 
through content partners, 
mobile applications, livewire on 
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wheels 
Ruzbeh 
(Nokia Music) 
Online Music downloads Web, outdoor-advertising, print 
media, television, radio, movies 
Tony Marlow 
(Nielson Online) 
Web Usability, Online surveys, 
Email advertisements, 
Qualitative research, Market 
reports, Analyze trends, etc. 
 
Sales team 
The intention behind asking this question was to gauge the match between eye-tracking 
services provided by Realeyes and the marketing channels used by prospective clients. Apart 
from Nielson Online, there is scope for use of eye-tracking services in multiple marketing 
channels for all other firms. 
9.2.2 Linking maturity level of market and client awareness 
The potential competitors/partners were asked to comment on their perception of the Australian 
market for eye-tracking services. 
Name Perception of Australian market Client Awareness 
 James 
Breeze 
Tech savvy  W Producer and user of latest 
technologies. Web usability is competitive. 
High in web usability 
Tony 
Biddle 
The usability market is big enough and 
ĐŽŵƉĞƚŝƚŝǀĞ ?dŚĞƌĞĂƌĞŶ ?ƚŵĂŶǇĞǇĞ-tracking 
service providers in Australia but the market 
is growing and there is scope for future 
growth. 
Clients are largely unaware of 
the knowledge that can be 
provided by eye-tracking. 
Claudia 
Mcinerney 
The market is still young. Eye tracking services 
will have to be overlaid/blended into existing 
tools of research. 
Clients would like to use it as 
one-off to get some 
experience 
Kate 
Caldwell 
The market is very open. In order to convince 
customers to use eye-tracking, you have to 
support it by research, case-studies and 
whitepapers. 
There is lot of weariness. They 
will believe it if you can prove 
them with the help of a study 
that it does what it is 
expected to do. 
Tommy 
Strandvall 
Australia is an important and mature market 
having lot of I.T based software development. 
Eye-tracking has been present in Australia for 
a long time. Few companies and many 
universities have been doing research in eye-
tracking for many years. It is a big market. Lot 
of business opportunities related to online 
activities and software. 
Usability services  W Eye-
tracking is accepted as a 
proven methodology for 
doing research. It is one of the 
tools in the tool box. 
Marketing Research  W It is 
new and yet to be completely 
accepted. Lot of trials in 
process. 
It can be inferred that in Australia eye-tracking is presently very young and is considered as 
a complementary service that is bundled along with other usability services like focus 
groups and online surveys. Clients will have to be educated and made aware of the benefits 
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in order to attract their attention. For example, Tobii promotes eye-tracking technology by 
visiting around 50-60 exhibitions and conferences every year. They are trying to stimulate 
people to write about eye-tracking, share their results. Make cases out of their studies. Roll 
out press releases. Make an effort to be present at events where their clients are. 
This can be supported by the results of the following section. 
At the end of the interview, the clients were asked about whether they felt eye-tracking 
added value to their products and services and their willingness to pay for eye-tracking 
services. 
Client Name Does eye-tracking add value? Are you willing to pay for these 
services? 
 Grey Group Yes. Online websites with high 
level of interaction, expanding 
banners. Whether people pay 
attention to advertisements, 
expanding banners. 
Yes, can convince their clients to pay 
 Livewire Yes. Comparison of eye tracking 
of a normal person against 
someone with mobility 
impairment 
Yes, when their website and mobile 
application is redesigned in future 
Nokia Music Yes. Like it helps to understand 
ĐƵƐƚŽŵĞƌ ?Ɛdistraction of the 
website 
Yes 
Nielson 
Online 
Yes, eye-tracking should be one 
of the complementary tools 
No 
These questions were asked after explaining the various benefits and possible applications 
of eye-tracking. It implies that if the clients are made aware then it helps them identify the 
areas in which eye-tracking benefits them and adds value. This makes it easier to convince 
them to pay for these services. 
9.2.3 Most profitable and most targeted segment 
The competitors and partners were also questioned about their most profitable and most 
targeted segments. 
Name Most profitable segment Most targeted segment 
 James 
Breeze 
Web usability is the most profitable as it 
is currently the most popular application 
of eye-tracking.  
Web segments - Global brands 
Tony Biddle Web usability is the biggest in terms of 
profitability. However, eye-tracking 
technology can be extended to 
accommodate any application with 
graphical user interface like mobile 
No particular segment as such 
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phone applications, desktop 
applications, games, etc. 
Kate 
Caldwell 
If you are an usability specialist then 
your range is limited because clients 
may be more interested in transactional 
data like e-commerce, online, offline 
etc. The more applications you can 
display competency of eye-tracking, the 
better off you are going to be. 
Focuses on internet online 
channel and user/consumer 
experience, behavioural usability 
stuff. Also does retail, in-store 
walkthroughs, ethnography, 
information architecture, etc. 
Tommy 
Strandvall 
Academic Research, Usability Services, 
Market research 
Academic research accounts for 
close to 70% 
It can be observed that the lack of awareness or proven expertise of eye-tracking in other 
application areas is restricting its usage mainly to the web domain. 
9.2.4 Pricing Strategy 
The prospective competitors and partners were also probed about their pricing strategy. 
Name Pricing Strategy 
 James 
Breeze 
Pricing varies from project-to-project basis and also depending on a client 
budget. 
Tony Biddle Pricing varies from project-to-project basis depending on factors 
(urgency, budget, type of client) affecting pricing.  
Kate 
Caldwell 
<ĞĞƉŝŶŐŶŽƚĞŽĨĐůŝĞŶƚ ?ƐƌĞƋƵŝƌĞŵĞŶƚƐ ?ŽŶĞŚĂƐƚŽƉƌŽǀŝĚĞƚŚĞŵƚŚĞďĞƐƚ
and most cost effective way to achieve their objectives. Identify hard 
costs and all of them are pretty much market level pricing. Examples are 
Focus group facilities, eye-tracking, recruitment, online capabilities. Eye-
tracking is priced as an assisted field product. Separate the consultancy 
costs from that of the machine. Soft costs include research design, 
analysis, etc.  
Tommy 
Strandvall 
There are companies who bundle eye-tracking services as part of usability 
research by default and price it as a package. It gives them a competitive 
edge over others. 
None of them have a standard pricing approach. The companies adopt a case-by case 
pricing approach taking note of complexity, client budget, urgency, size of eye-tracking 
project, sample size and other such parameters. Also, it is implied that services may be 
priced and packaged differently to existing/prospective long-term clients as opposed to one-
off clients. 
Project Duration and Data collection procedures 
The responses of prospective rivals and partners to their data collection procedures and 
average duration of projects are as follows: 
Name Data collection and sample sizes Duration of projects 
 James Breeze Based on type of project, the people are 
recruited and paid to come to their office and 
One or two days 
depending on the 
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undertake the eye-tracking test.  
 
Average sample size is 6 people per project. 
requirements. 
Recommendations for 
improving usability may 
take slightly longer 
Tony Biddle Recruit participants, put together discussion 
guide for focus groups. Analyse results and 
prepare presentations and reports for clients. 
2 to 3 weeks to start a 
project. Average time of 6 
weeks from start to finish. 
Kate Caldwell Design the research and analysis strategy 
before the field plan. Provide a field plan. 
Collect data and provide the analysis. 
 
If the web is not dynamic then you can do 
some pre-determined tests depending on 
level of required cost-effectiveness.  
 
If you are doing a dynamic test with lot of 
interactivity then it may not be cost-effective. 
You will be in control of stimulus and look to 
quant them at that level. Or run a short 
attractive sequence through and try and pull 
the data and come up with the results. 
Depending on the parameters, requirements, 
you will have to adopt the strategy. 
A 100 person eye-tracking 
study may require 200 
hours of pulling data. 
Tommy 
Strandvall 
It depends on the expected output of the 
study. If the end result needs to be 
quantitative analysis involving correlations 
then one needs a larger sample size like 25 
and up for the statistical methods to work. It 
might go up to 50. However, for a qualitative 
approach the sample size required is much 
smaller say around 5 to 10. For packaging, 
one may require around 100 users. 
 
One also needs to take into account the 
amount of risk involved. 
It depends on how long the 
client is willing to wait. 
Generally, for the clients 
the sooner the better. 
However, you must take 
into account the volume of 
data to be collected, type 
of users required to take 
the survey and nature of 
output. 
Again, like pricing there is no standard or fixed time for completing projects. It depends 
upon factors such as complexity of project and size and type of samples. Also, if the project 
includes multiple research tools like focus groups, online surveys along with eye-tracking 
then the duration of project increasing. 
9.2.5 Need for total solutions 
There was consensus between all interviewees that clients need a full-service approach with 
recommendations, analysis, benchmarking against similar campaigns. If it was a research 
company, they might opt for partial services. But most of them would be interested in 
detailed analysis. Presently, most eye-tracking companies provide data collection, analysis 
and recommendations. 
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